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Abstract. The marketing orientation of production in all branches requires the producers to have 
knowledge of customer behaviour. The food industry is no exception in this regard, as the food industry producer 
must know what the customers expects from their products. Consequently this study asseses the Transylvanian 
consumer’s global attitude towords the beer brands existing on the Romanian market. For this research, Fishbein's 
model provides a good working methodology. In order to develop the Fishbein's model there were implemented 
two sets of questionnaires to male adults of ages between 18 and 60, with urban residence from 5 Transylvanian 
towns.  
After implementing the first questionnaire there were chosen the brands most often mentioned 
considering that they are the most popular: Ursus, Bergenbier, Tuborg and Heineken, and four 
prominent characteristics of beer: taste, color, freshness and price. The Fishbein's model was applied after 
implementing the second questionnaire.  
The result was that the most favorable attitude was towords Ursus beer, and the least favorable attitude 
towords Tuborg. In order to redress the Tuborg brand there were proposed several strategies. 
 




For a food industry producer it has become crucial to find solutions in order to 
produce with maximum efficiency and to acknowledge the purchase motivation of its 
customers, that is to know exactly who they are, what, when and how they are buying, where 
they are buying from, how much and how often. In other words, a producer has to identify 
why customers are reacting in a way or another to the products they offer and why they have a 
certain attitude towards them. This conduct is reflected in consumer behaviour.  
For today's society it becomes very important and significant to study the consumer’s 
behaviour, especially since the alternative uses of scarce resources which human society has 
at its disposal require the production of those goods that meet the consumer’s needs in the 
quantities needed. Therefore, knowing and explaining consumer behaviour and purchasing 
conduct has become an urgent necessity as ignoring them causes serious disruptions.  
Also, under considerable diversification of goods’ offer, consumers have a wide range 
of choices. On the other hand, increased purchasing power, while raising the level of 
education and culture, enables the purchaser to satisfy needs more sophisticated of a higher 
quality level. The manufacturer has to clearly take into account these issues in order to meet 
consumer desires. If the manufacturer does not understand these new options of the client, the 








MATERIALS AND METHODS 
 
In this paper it was selected a food product, beer, for which it was studied the potential 
consumer’s global attitude towards the existing brands in market for that product. Finally, 
there were proposed ways to redress the brand which has the most unfavourable position in 
consumers’ attitude. Obviously, recovery proposals were made based on attitude assessments 
of prominent characteristics of competing brands.  
Recovery tracking was based both on a possible influence of important evaluation 
criteria and the possible changes in consumer beliefs about the importance of these criteria. 
For this approach, Fishbein's model provides a good working methodology. Fishbein's attitude 
theories give a basis to understand attitude and predict behaviour. Research in this aspect of 
communication will increase the understanding of persuasion and motivation by preparing 
belief-targeted messages and testing their effectiveness on the target audiences.  Fishbein's 
theories also help to understand the development and formation of attitudes and belief, 
helping to find the most effective modes of persuasion and motivation. 
According to Fishbein's theory all statements have a positive or negative valence 
based on whether or not consumers agree with them.  A statement with a positive valence is 
something they already agree with and a statement with a negative valence is something they 
already disagree with.  The effect information has on attitude is also determined by the weight 
it has.  Statements with a lighter weight regardless of their valence are not going to have much 
of an impact on attitude.  A statement that people believe has weight and it will have a more 
significant impact on attitude regardless of its valence.   
Fishbein created an equation to predict attitude toward behaviour.  To predict 
consumer behaviour it is needed to multiply the person's evaluation of each behaviour’s 
consequences by the strength of his/her belief that the behaviour will lead to those 
consequences and then adding of the products of each.   
Fishbein’s equation is:  
 
where    Ao is equal to the attitude toward object o, 
              Bi is equal to the strength of belief i about o,  
               ai  is the evaluative aspect of B   
             N is the number of beliefs.  
An attitude toward and object equals the sum of each belief about that object times its 
evaluation (Fishbein & Ajzen 1980).   
To develop a consumer’s global attitude research the following steps were followed: 
1. Product selection and identification of specific brands on the market studied; 
2. Identification of prominent characteristics of the product category, as they are 
assessed on the studied market;  
3. Determining consumer attitudes towards the prominent characteristics of existing 
competing brands in the category of product taken into account;  
4. Determination of consumer beliefs about the relative importance of prominent 
features in selecting a brand;  
5. Based on data obtained through questionnaire query designed in the previous 
stages and their processing using the Fishbein model, the overall attitude towards 
competing brands was determined;  
6.  Interpretation of results;  
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7. Solution proposal to redress the brand occupying the most unfavourable position 
in consumers’ attitude 
The category of product was beer and the market studied is the Romanian beer market. 
The assessment of the global attitude was made on the Transylvanian beer consumer.  
 
1. Product selection and identification of specific brands on the market studied; 
The first step was the identification of 5 beer brands with top of mind analysis on a 
sample equivalent to 20 people.  
In order to establish the 5 top of mind brand it was implemented the following 
questionnaire:  
 
Questionnaire no. 1 
 
             This questionnaire aims to identify the 5 most popular beer brands and the most 
important characteristics when purchasing a beer. 
1. What brands of beer you know? 
2. What characteristics do you consider most important when deciding what brand to buy?  
 
Following the implementation of the questionnaire number 1, the information obtained 
regarding the reputation of the brands is as follows:  
 
Tab. 1 
The brands of beer mentioned in top of mind analysis and the number of mentionings 
 
Ursus 14 Stella Artois   4 Golden-Brau 6 
Timişoreana   4 Becks   2 Noroc 4 
Carlsberg   6 Tuborg 10 Bucegi 2 
Ciuc   4 Bergenbier 12 Gosser 2 
Budwiser   2 Heineken   8   
 
 There were chosen the brands most often mentioned considering they are the most 
popular: Ursus, Bergenbier, Tuborg and Heineken. 
 
2. Determination of prominent characteristic of beer, as assessed by the market studied 
 
Tab. 2 
The prominent characteristic of beer, as assessed by the market studied 
 
taste 14 ingredients   4 package 6 
price   8 tartness   6 quantity of alcohol 4 
freshness   8 color 10 odor 2 
quality   4 foam   6   
reputation   2 temperature   6   
 
Following implementation of questionnaire number 1, the information obtained 
regarding the prominent characteristics of beer are:  
• slightly bitter taste, characteristic of a high quality beer  
• golden and clear color 
• freshness, that is without odor and / or foreign bodies  
• attractive price consistent with quality beer 
 
3. Determining consumer attitudes towards prominent characteristics of competing 
brands on the beer market  
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The following questionnaire was implemented on a sample equivalent to 300 people, 
consisting of male adults of ages between 18 and 60, with urban residence from 5 
Transylvanian towns.  
 
 
Questionnaire no. 2 
 
 This questionnaire pursues the determination of attitudes and beliefs of consumers towards the most 
important characteristics of beer brands.                     
1.   How do you assess the fact that beer has a bitter and characteristic taste? 
very bad  very well 
2.  How do you assess the fact that beer has a golden and clear color? 
very bad  very well 
3. How do you assess the fact that beer is fresh with no smell and / or foreign bodies?  
                                  very bad  very well 
4. How do you assess that a beer is sold at a price greater than 2 lei / glass? 
very bad  very well 
5. Do you consider that the marks in the table have a bitter taste and characteristic? 
Brand Very unlikely       Very likely 
Ursus         
Bergenbier         
Tuborg         
Heineken         
6. Do you consider that the brands below have golden and clear color? 
Brand Very unlikely       Very likely 
Ursus         
Bergenbier         
Tuborg         
Heineken         
7. Do you consider that the brands below are sold at an appropriate degree of freshness? 
 Brand Very unlikely       Very likely 
Ursus         
Bergenbier         
Tuborg         
Heineken         
8. Do you consider that the brands below are sold at a price greater than 2 lei? 
Brand Very unlikely       Very likely 
Ursus         
Bergenbier         
Tuborg         
Heineken         
 
 
RESULTS AND DISSCUTIONS 
4. Determination of consumer beliefs about the relative importance of prominent features in the 
selected  brands. 
After collecting the data from questionnaire no. 2, the evaluative aspects of the 













The strength of beliefs about each evaluative aspects of the proeminent characterstics 
of each brand taken into account are listed in the table below.      
Tab. 4 
 The strength of beliefs about each evaluative aspects of the proeminent characterstics of each brand taken into 
account, as assesed by the targeted consumer segment 
 
  
taste color freshness price 
U B T H U B T H U B T H U B T H 
Bi 1.00 0.57 1.00 1.52 1.71 1.38 1.86 2.24 2.24 1.76 1.48 1.14 0.05 -0.29 1.62 2.43 
5. Determining the global attitude towards competing brands using the Fishbein model:  
Tab. 5 





strength of beliefs ai 
Ursus Bergenbier Tuborg Heineken 
taste 1.20 1.00 0.57 1.00 1.52 
color 2.40 1.71 1.38 1.86 2.24 
freshness 2.20 2.24 1.76 1.48 1.14 
price -0.77 0.05 -0.29 1.62 2.43 
A=∑Bi*ai -------------- 10.20 8.10 7.66 7.85 
 
 
INTERPRETATION OF RESULTS AND CONCLUSIONS 
 
After evaluating the results of the investigation, the preominent attributes of beer were 
ranked as follows: the characteristic with the highest weight in the purchase decision of beer 
is color, followed by freshness, at a relatively small difference. Then the characteristic bitter 
taste follows. These three characteristics have a positive influence on purchase decision.  On  
the other hand, a price more than 2 lei has a negative influence on consumer buying behavior.  
Seeing the results of the research, the consumer attitude is most favorable to Ursus 
beer. Those interviewed believe that this beer has a taste that meets their expectations. The 
scores obtained by Heineken and Tuborg beer are second. Ursus has a color considered in line 
with consumer requirements, a score higher was obtained only by Bergenbier. Obviously, 
Ursus has an advantage in what freshness is concerned, being leader in this section. In terms 
of price, respondents belived that Ursus is being sold at a price just over 2 lei. This attribute, a 
price higher than 2 lei, proved to have a negative influence, which brings Ursus a small 
minus. The second brand is Bergenbier. The taste and color of the beer brands are deemed to 
comply, but the score obtained on these attributes ranks Bergnbier last among the four brands 
under discussion. Freshness is considered an attribute at which Bergenbier scores high, 
ranking it second after Ursus and well ahead of Tuborg and Heineken. Bergenbier has a net 
advantage in price, where respondents consider that this beer has a price less than 2 USD, thus 
satisfying the requirements. In conclusion, the belief that Bergenbier is a beer fresh and 
affordable, has ranked this brand on the secon place.  
 taste color freshness price 
ai 1.2 2.4 2.2 -0.77 
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Heineken beer is the absolute leader in taste and color. Problems arise due to beliefs 
that this brand is the least fresh of the four brands taken in question and that its price is much 
higher than 2 lei, makes it an expensive beer.  
The last classed brand is Tuborg , which although has the second score after Heineken 
at taste and color, its freshness is considered to be lower than Ursus and Bergenbier. Also 
considerig that Tuborg has a higher price of 2 lei makes it an expensive beer, but less 
expensive than Heineken.  
 
6. Solution proposal to redress the brand occupying the most unfavourable position in 
consumers’ attitude. 
Tuborg beer is regarded as having a color that meets consumer requirements, it ranks 
second after Heineken. As this attribute has the highest share in the purchase decision, Tuborg 
is  more than satisfactory. It also meets the requirements in terms of bitter characteristic taste.  
On the other hand, it is seen as a beer with a low degree of freshness and as an 
expensive beer.  
To redress the brand in terms of freshness manufacturer should:  
• carefully monitor the delivery network for Tuborg 
• insist on freshness of product in communication actions: to promote the idea of a 
fresh Tuborg beer in media advertising using spots, ads, advertising pannels 
• implement merchandising techniques such as sampling, tasting and demonstration  
However in terms of price, the following strategies could be adopted:  
• to insist on the idea of appropriate price for appropriate quality in communication-
promoton actions 
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